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This paper examines the effects of a firm‟s relationship investment efforts on 
relational outcomes, and further examines the role of the customer‟s perceived 
relational benefit. An integrated model is proposed, in which measures of relationship 
investment efforts include salespeople‟s relational selling behavior and ethical behavior, 
as well as firm‟s relational investment activities and corporate reputation; relational 
outcomes include customer satisfaction and loyalty.  
The following results are found：1) Among a firm‟s relationship investment efforts, 
only salespeople‟s relational selling behavior has a positive and direct effect on 
satisfaction with salespeople, the other parties have no significant direct effect on 
satisfaction. But, a firm‟s relationship investment efforts do have positive indirect 
effects on customer satisfaction and loyalty through the customer‟s perceived relational 
benefit. It implies that the customer‟s perceived relational benefit is an important effect 
factor.  2) Customer satisfaction with both salespeople and the firm has an 
insignificant effect on loyalty to firm. Customer satisfaction with salespeople, however, 
does have a positive effect on both satisfaction with the firm and loyalty to salespeople, 
and loyalty to firm is developed through loyalty to salespeople. These results imply that 
the customer‟s perceived relational benefit plays an important indirect role and that 
salespeople are the key for customer loyalty to a firm. 3) Though analyses for customer 
sub-group find that relational selling behaviors make a strongest effect on loyalty to 
salespeople and corporate reputation has a strongest effect on loyalty to firm for all the 
four sub-groups, some different effects on customers‟ perception processes and 
behaviors for gender differences and relationship length are found.  
Therefore, this paper addresses a few theoretical and practical implications for 
managerial considerations and some suggestions for further researches. 
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企业与顾客间长期互动关系方面的研究，自 Berry 于 1983 年提出关系营销的
观念开始，至 1995 年已近成熟，成为一门学派，且无论在学术上或是实务上，由
于对顾客与对企业双方皆有利，故逐渐受到重视(Colgate and Danaher, 2001)。其重
要目标之一就是将单次的交易式营销转而专注于长期的关系式营销策略(Gruen, 
1995)。因此，企业基于自利与互惠，在达成特定的获利目标下，藉由关系营销维
持与顾客之间的长期关系(Christy et al.,1996)。 
此种买卖双方长期关系的维持，能给企业带来很多利益。从企业层面考虑其
成本及利润目标，企业为吸引一位新顾客所花费的成本，约为留住一位老顾客的
五倍之多（Heskett et. al.1994)。Jones and Sasser(1995)更发现，企业只要成功地降







et al., 2002)、对企业所提供的服务表现有信心及信赖(Garbarino and Johnson, 1999)、
以及顾客相信及感觉该公司能以顾客的长期利益为服务导向(Crosby et al., 1990)等
等。此种信心的建立，来自于长期累积的观察结果(Gioia et al., 2000)，可见从顾客
的角度看，顾客是否愿意与服务提供者建立关系，会去评量从这段关系中所能获






























前因要素（Reynolds and Arnold, 2000; Zins, 2001; Hennig-Thurau et al., 2002; Kim et 
al., 2004）；然亦有研究指出顾客满意与顾客忠诚的关系不一定是必然的（Selnes, 
1993；Jones and Sesser, 1995；Bettencourt,1997；Andreassen and Lindestad,1998；
Reynolds and Arnold, 1999；Yen and Gwinner, 2003），满意与忠诚的关系是复杂但
不对称的(Bloemer and Kasper, 1995; Mittal and Lassar, 1998; Oliver, 1999）。意即，
满意的顾客可能会有其它更佳的方案选择，而不一定会对企业保持忠诚，但不满
意的顾客亦不代表他不会继续惠顾(O‟Malley, 1998)。此外，各产业之间亦可能呈


























客满意与忠诚的因素则较无一致的看法，此种情况特别存在于服务业(Han et al., 
2008)；服务业的服务范畴常因顾客的价值认定而有不同定义(Anderson et al., 
2008)。在 B2C市场里，Dwyer et al.(1987)认为，基于买卖双方对关系投资之动机，
通常会由卖方来经营双方互动关系。但由于在这类关系里，双方之间相当疏远，
















动对待顾客(Anderson and Narus 1990；Moorman et al., 1993; Morgan and Hunt, 
1994)。此种信心的建立是透过双方长期的互动，具有道德行为的销售人员能与顾
客维持良好关系，顾客对他们较为满意与信任 (Bejou et al.,1996; Lagace et al., 























(service provider)的观点出发(Barnes, 1997; Bendapudi and Berry, 1997; Sheth and 
Parvatiyar, 1995; Singh and Sirdeshmukh, 2000），运用于 B2C实证的研究相对较缺
乏，且从顾客角度探讨更常被忽略(Chiou et al., 2002)。但事实上，顾客常是买卖
双方的最终关系的决定者(Dwyer et al., 1987; Sheth and Parvatiyar, 1995)，持正面观
感的顾客对企业的关系投资努力将有事半功倍的效果，进而增进企业资源的有效















企业所提供的服务要素对不同的顾客群，会有不同的重要性(Anderson et al, 
2008)。过去的研究发现消费者性别的差异在认知过程及行为上有重要之差异
(Fisher and Dube, 2005; Meyers-Levy, 1988; 1989; Meyers-Levy and Maheswaran, 
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